The Effectiveness of Art Museums Marketing Late Night Programming to the Twenty-Five to Forty Age Group by Cretaro, Amy
              
 
 
 
 
The Effectiveness of Art Museums Marketing Late Night Programming to the 
Twenty-Five to Forty Age Group 
 
 
 
 
 
 
 
 
 
 
 
Amy Solomon Cretaro 
M.S. Arts Administration 
Drexel University 
Submitted in partial fulfillment of the Master of Science degree in Arts Administration 
December 10, 2009 
  
ii 
 
Dedication 
To Grandma Gert, whose check religiously arrived on the first of every month for the ENTIRE 
two and a half years it took me write my thesis (really the entire 4 years the program took me and 
the 4 years prior to that). After calculating this amount I realized I could have bought a brand 
new car… 
  
iii 
 
Acknowledgements 
Thank you to my unconditionally loving and supporting family, to whom I am so very grateful. 
A very special thanks to my mom, dad, and grandparents who kept asking the dreaded question 
“when are you going to be done with your thesis.” To Bill, who’s love pushed me and really 
helped make this happen. Thank you.  Lauren, I do not know where to begin, so I won’t.  
  
iv 
 
Special Thanks 
Special Thanks to those at the fourteen museums who participated in my questionnaire and those 
that made this possible: Bethany Whitehead, Stacey Lizotte, Julia Brown, Laurie McGahey, Julie 
Chase, Sarah Kinn, Kevin Hull, Ann Marie Moulin, Traslin Ong, Brady Dyer, Claudia Bestor, 
Connie McAllister, Jonas Whittke, and Lesley Oliver.  To their colleagues that pointed me in the 
right direction: Vivi Yalamanchili and Marie Wilson. Alexis Nidorusso, and Sarah Moyn. 
And an additional note of gratitude to Bethany Whitehead, Stacey Lizotte, Julia Brown and 
Laurie McGahey who really went above and beyond.  To Courtney Spousta and Leslie Ballard 
Hull whose research predated mine.  Courtney’s writing inspired me and she was kind enough to 
speak to me three years ago when I started this project.  
 
  
v 
 
TABLE OF CONTENTS 
   Cover Page ____________________________________________________________ i 
Dedication, Special Thanks, Acknowlegements ___________________________ ii-iv 
Table of Contents _____________________________________________________ v 
List of Museums Studied _______________________________________________ vi 
Abstract ____________________________________________________________ vii 
Statement of Purpose_________________________________________________ 1-2 
Literature Review ___________________________________________________ 3-13 
Introduction_____________________________________________________________ 3-5 
Marketing and Mission Statements___________________________________________ 5-8 
Appealing to a New Generation ____________________________________________ 8-11 
Evolving Images ________________________________________________________ 11-12 
Conclusion _______________________________________________________________13 
Procedure __________________________________________________________ 14 
Limitations of the Study _______________________________________________ 15 
Thesis____________________________________________________________ 16-40 
Introduction___________________________________________________________ 16-18 
A Brief History of After Hours _____________________________________________ 18-19 
Targeting the 25 to 40 Demographic________________________________________ 19-21 
Marketing in Art Museums _______________________________________________ 21-24 
Marketing After Hours___________________________________________________ 24-30 
Program Styles_________________________________________________________ 30-38 
Controversy ___________________________________________________________ 38-40 
   Summary _________________________________________________________ 41-42 
   Conclusions and Implications for further study _____________________________ 43 
   Bibliograhy________________________________________________________ 44-46 
Appendices _______________________________________________________ 47-69 
Museum Mission Statements _____________________________________________ 48-51 
Thesis Questionnaire ____________________________________________________ 52-54 
Museum Marketing Examples _____________________________________________ 55-69 
 
 
 
 
  
vi 
 
Names of Museums Studied 
1. Blanton Museum of Art: University of Texas at Austin (the Blanton)  B scene 
2. Boulder Museum of Contemporary Art (BMoCA) was NightLite now ARTcore 
3. Brooklyn Museum   Target First Saturdays 
4. The Sterling and Francine Clark Art Institute  (The Clark)  Clark After Dark 
5. Dallas Museum of Art   Late Nights at the Dallas Museum of Art  
6. Solomon R. Guggenheim Museum  (Guggenheim, Guggenheim  NY) Art After Dark: 
First Fridays at the Guggenheim 
7. Hammer Museum (Hammer)  Big Time  
8. Hirshhorn Museum and Sculpture Garden (Hirshhorn)  Hirshhorn After Hours 
9. Contemporary Arts Museum Houston (CAMH)  Steel Lounge Underground 
10. The Museum of Contemporary Art, Los Angeles (MOCA)  NightVision:MOCA After 
Dark, now Slanguage 
11. Milwaukee Art Museum (MAM)  MAM After Dark 
12. Scottsdale Museum of Contemporary Art (SMoCA)  SMoCA Nights 
13. Tampa Museum of Art  (Tampa)  Art After Dark 
14. Walker Art Center  (Walker)  Walker After Hours 
  
vii 
Abstract 
Over the last twelve years the art museum field has witnessed the birth of Late Night 
programming throughout the country, geared toward garnering a younger audience. As the 
American population ages, arts administrators across the country are actively pursuing 25 to 40 
year olds-as the next generation of patrons and philanthropists. Art museums continually face 
diverse challenges in an effort to bring new audiences into their institutions. Evening mixers, 
along with an overhaul of institutional marketing are clear ways in which museums are seeking 
out young Americans. By conducting the survey of the fourteen art museums with relevant 
programming, holding three interview, two site visits and internet research, I explored  the 
various reasons why late night programming is held and how it is marketed to this audience 
segment, and if indeed 25-40 age group attends. As this study substantiates even without 
complete data on how late night program attendees and members move up the giving and 
philanthropic ladder over time; if you hold after hours programming the twenty five to forty 
demographic will come. 1  
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  Late Night programming is defined by the author to extend to 11 p.m. or later, and occurs at least three times a 
year. 
 
  
viii 
  
1 
Problem Statement 
While virtually every art museum around the country offers “Happy Hour” programming, 
there are only fourteen museums that hold a “Late Night” variety.  As their core audience ages, 
art museums nationally are viewing the next generation, those among the twenty-five to forty age 
demographic, as their future patrons and philanthropists.  It is this key segment of the population 
that art museums are enticing back into their establishments.  By providing hours that are 
accessible to young Americans, museums have begun to understand their target audience:  local 
young professionals. Driving efforts to appeal to a youthful demographic has resulted in art 
museums offering late night programs centered around arts and entertainment.  Which leads us to 
the problem statement; is late night programming at art museums an effective way to market to 
the 25-40 age group? 
Evening mixers, along with an overhaul of institutional marketing are clear ways in 
which museums are seeking out young Americans. The common goals are: “to groom the Next 
Generation to be the future supporters and philanthropists of our communities, while in the 
meantime entertaining them, offering them exclusive programming and providing a forum in 
which to socialize and network”.i 
Even with such transformation of museums marketing departments and an outpouring of 
events, scholarly material about late night programming at art museums ceases to exist. Besides 
the occasional article reviewing such events or NY Times article emphasizing the party 
atmosphere, published material on the subject is very difficult to find. In 2000, Courtney Spousta 
wrote Culture, Cocktails, Meeting, Mingling: The Phenomenon of Art After Hours Programming 
(in partial fulfillment of her Master’s thesis at John F. Kennedy University). Her thesis analyzed 
after hours programs at art museums around the country as a singles scene for the 25-35 age 
group. Going beyond the 5-9 Art after Hours phenomena that Spousta details; here, the 
techniques of promotion and execution of fourteen American art museum’s Late Night 
programming are studied. These fourteen museums across the country have taken it a step further 
than jazz, cocktails and hors d’oeuvres. By conducting a survey of these fourteen art museums 
with such programming, three interviews, and two site visits, I will examine the various reasons 
art museums offer this programming. 
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Qualitative data from a questionnaire answered by all fourteen museums with such 
programming will be used to discover if these events are an effective way to market to the 25-40 
age group. The results of this research are expected to demonstrate that those who attend late 
night programming at art museums become members and more involved with the museum after 
their attendance. These events will increase membership and supporters of the museum 
throughout the 25-40 age group and provide a strong singles scene. 2 
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Organizations. Visual Arts Administration. New York, New York University. Master of Arts: Thesis Abstract & Bibliography, 
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After Hours at the Art Museum: 
An analysis of the effectiveness of marketing after-hours programs to the  
25-40 age demographic 
 
Introduction 
As the American population ages, arts administrators across the country are actively 
pursuing “Young Americans”-25-40 year olds-as the next generation of patrons and 
philanthropists (Strauss 2004).  Previously widely ignored for the Baby Boomer generation or 
their parents, the past 15 years have shown this “Next Generation” of philanthropists coming to 
be viewed as a wealth of untapped resources (Hull Ballard 2005).  As the Baby Boomers begin to 
reach retirement within the next one to five years, the biggest intergenerational transfer of wealth 
and leadership will take place. Art museums are rightly taking notice of this and learning how to 
woo a younger audience. 
Evening mixers, along with an overhaul of institutional marketing are clear ways in 
which museums are seeking out young Americans. While “Art after Hours,” events, “Happy 
Hours” and similar programs have sprung up at museums across the country, more and more 
institutions are offering late night programming to spark the interest of young people. Late Night 
programming is defined by the author to extend to 11 pm or later, and occurs at least three times 
a year. The common goals are: “to groom the Next Generation to be the future supporters and 
philanthropists of our communities, while in the meantime entertaining them, offering them 
exclusive programming and providing a forum in which to socialize and network.” (Hull Ballard 
2005) Throughout history, the art museum has been viewed as a playground for the elite, but as 
  
4 
operating costs continue to increase and government funding is less of a guarantee, museums are 
recognizing that they cannot survive on their goodwill alone.  Thus, museums found it necessary 
to ascertain alternative ways to generate more revenue, creating the primary incentive for 
founding After Hours programs. 
Marketing has been a concept slow to catch on at art museums across the country, and 
only in the last 13 years have “premiere” museums, such as the Whitney Museum of American 
Art, the Solomon R. Guggenheim Museum, and the Museum of Modern Art had formal 
marketing departments.  Although almost all established art museums today contain a Director of 
Marketing, only 50 percent had established this position in 1999, which was an increase from 17 
percent in 1989 (Smithsonian 2001).   
Art museums today are now better equipped to market to a growing and changing 
population with a decreased amount of leisure time, something that is seen today as a highly 
valuable commodity.  Museums are therefore not only competing with each other for people’s 
time, they are competing with other entertainment genres like traveling, sports, exercise, 
performing arts, shopping and other leisure activities (Smithsonian 2001).  
Art museums, as a form of entertainment, need to fit the lifestyle of the people in their 
communities, which is another reason why After Hours programs have been so popular.   They 
are geared toward young professionals who are looking to mingle with like-minded people, or 
are seeking a new hip place to unwind after a long workweek.  “We are trying to be accessible to 
the way people live these days,” says CEO of the American Association of Museums in 
Washington (Geering 2002).  “Most people are working all day.  If we didn’t provide these 
hours, we’d never see those people.” (Geering 2002) 
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An increased amount of young people are putting off marriage and children until later in 
life, far more so than their parents had.  “Perhaps no trend has so dramatically changed the 
lifestyle of young adults as the rise of singlehood over the past few decades,” says American 
Generations author Susan Mitchell. (Spousta 2005) A 2005 U.S. Census report showed that 
single adult households surpassed two-parent homes with children as the most typical U.S. 
household (Spousta 2005).  The 27 million single adult households of 2005 are only projected to 
increase to 34 million by 2010, creating a tremendous growth in this segment of the population 
and a large market of potential patrons (Spousta 2005). 
Marketing and Mission Statements  
 Even though marketing is a relatively new tool to American art museums, it has become 
so imperative to their livelihood.  The main impetus for new ventures in art museum marketing is 
the rising expenses of keeping museums open and operating.  The average cost per visitor in 
1988 was $21, which rose to $46 in 2000 (Smithsonian 2001).  In addition, the Smithsonian 
Institution also states that, “marketing, development and membership costs per visit have risen 
from $0.87 in 1988 to $2.94 in 2000” (Smithsonian 2001).  Instead of relying on word-of-mouth, 
direct mail, and old-fashioned Public Service Announcements, museums have streamlined their 
advertising campaigns using email, museum websites, and social networking sites such as 
Facebook and Twitter (Smithsonian 2001).  As former Smithsonian Secretary Lawrence Small 
describes, “the face of America is changing.  We must appeal to new audiences where they live, 
literally and metaphorically.  Otherwise, we will gradually become irrelevant” (Smithsonian 
2004).    And where young people are is on the internet. 
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Whereas newspapers and magazines were the forefront of advertising in the past, the internet 
has taken over as the primary medium for advertising. This has played a large role in roping in 
the new generation who generally believe that if you exist, than you should exist on the web. 
Members and nonmembers alike can access local museum websites to find out about upcoming 
events. One of the most advertised events found on museum websites is the blockbuster 
exhibition, which has proven to be one of the most lucrative additions to many art museums’ 
marketing repertoires.   
Beginning with Mona Lisa’s travels abroad to the National Gallery of Art in Washington 
and the Metropolitan in 1963, later followed by the national tour of King Tut in 1977, 
Blockbusters are a sure way to guarantee a crowd (Dobrzynski 1997).  By featuring mainly, but 
not limited to, Impressionist artists, Blockbuster shows allow museums to “rent” a popular 
exhibition for a limited time to ensure profits.  The Philadelphia Museum of Art 14-week run of 
the 1996 Cezanne exhibit drew in 548,000 people, bringing the attendance for the year to one 
million people (philamuseum.org).  Since then the PMA has gone back to the big commercial 
exhibition several times, with Dali, Degas’ Dancers, and Cezanne and Beyond, to name a few. 
Blockbusters have played a major part in boosting membership as well, which increased 52% at 
the Philadelphia Museum of Art as a result of the 1996 Cezanne show (philamuseum.org).  One 
of the downsides to a blockbuster show is the sharp fall of attendance in the aftermath of a hot 
show, (often called a blockbuster hangover) thus proving that it is in the museum’s best interest 
to diversify it’s exhibitions as much as possible to create a flow of visitors even during a slow 
period.   
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Advertising is only one aspect of a sophisticated marketing strategy.  The American 
Marketing Association defines marketing today as: The activity, set of institutions, and processes 
for creating, communicating, delivering, and exchanging offerings that have value for customers, 
clients, partners, and society at large (marketingpower.com). 
Art museums are taking basic marketing concepts used by for-profit businesses and applying 
them to their field.  Museums have the unique responsibility to educate the public, generate 
revenue, increase membership, and to stay loyal to their museum’s individual mission statement 
(Smithsonian 2004). “Art museum marketing is market driven and mission 
relevant.”(Smithsonian 2001) Included in almost all art museum mission statements is a concern 
with educating their communities.  The Dallas Museum of Art includes in their mission, 
“Embracing our responsibility to engage and educate our community.” (dallasmuseumofart.org)  
The Solomon R. Guggenheim Foundation takes it another step further: “to educate an 
increasingly diverse international audience.” (guggenheim.org)  The Scottsdale Museum of 
Contemporary Art even mentions in their mission that it, “presents a wide variety of educational 
programs and special events for adults and families” (smoca.org)  Each museum has a 
responsibility to uphold its own unique mission, even during After Hours events. The Met states, 
for instance, as reported in an article by Nick Kaye for the New York Times, that while their 
rooftop garden will be overtaken by “martini-drinking hipsters during the summer months, 
indoor events are mostly limited to classical concerts and benefit parties.” (Kaye 2004)  As said 
president-elect Emily Rafferty, “We do recognize first and foremost the mission of the place.  
The Met is the Met.” (Kaye 2004) 
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In compliance with their missions, art museums are applying marketing tactics in 
drawing new audiences.  They are conducting market research to better understand who they are 
marketing to, and establishing audience segment teams to know the needs and wants of each 
population sector (2001).  They are promoting group visits from schools and youth groups, 
raising awareness through advertisements, and attempting to increase participation through 
events (Smithsonian 2001).  In doing so they are taking their product and using it in as many 
ways possible (Kamin 1992).  This allows for an ability to appeal to many people in various 
ways, such as offering educational programs for children and after-hours programs for adults all 
under the same roof.  
Appealing to a New Generation 
 In a study done by the Census Bureau, sponsored by the National Endowment for the 
Arts, the median age of Americans who attended art museums rose from 40 to 45 between 1992 
and 2002 (Kaye 2004).  This is exactly the type of statistic current art museum Marketing 
Directors are trying to reverse.  Many museum professionals feel that, “If their institutions don’t 
respond to technological, social, and demographic trends, by mid-century their only visitors will 
be students and senior citizens” (Cembalest 2009).  So, even though according to the Association 
of Art Museum Directors, thirty-eight million people visited America’s 200 largest art museums 
in 2008, the goal is not only to appeal to the crowds, but appeal to the youth (Cembalest 2009).   
 Generation X, born during the early 1960’s and late 1970’s, and Generation Y born during 
the early 1980’s and 90’s, were brought up in an environment starkly different than their 
predecessors, making their needs and wants incomparable.  These generations grew up in a world 
already immersed in technology, i.e. internet, video games, and cell phones. Hence they are 
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looking for “more experiential, participatory experiences,” as was written in the report of a 
meeting on Increasing and Diversifying Smithsonian Audiences.  Therefore, “to succeed in 
reaching out to them, museums must think of audiences as active participants rather than passive 
consumers of information,” (Smithsonian 2004).   
  Participation is key, and in hopes of enticing young people to one day become part of the 
Associates Circle or the Patron’s Circle, art museums have organized junior groups, offering 
museum benefits such as exclusive event invitations, discussion panels, and time with the 
Director and curators, and at a much reduced price.  The Whitney, for example, invites members 
to become Patrons at a fee of $10,000, while to become a Young Art Patron, aimed at those 
under 40, the fee is $400 for an individual and $765 for a couple (Whitney.org).  The Dallas 
Museum of Art offers ten different levels of membership, from the Junior Associates Circle 
($625) to the Patrons Circle ($5,000-$9,999), all the way to the Chairman’s Circle ($250,000) 
(dallasmuseumofart.org).  Each level offers its own exclusive perks.  For example, the Young 
Arts Patrons are catered to at spectacular galas where members are wined and dined, and the 
Museum can raise upwards to $100,000 in a night (Vachon 2006). 
 Attracting the youth market is being viewed as a lucrative investment, with junior arts 
council groups from various museums in New York composed of some 3,000 young people 
(Vachon 2006).  Dana Vachon, in the article Darling, You Look Marvelous in Matisse, quoted 
the former director of the Met, Thomas Hoving, “a university has alumni.  Museums don’t.  They 
have to keep their eye on the youth, who will become wealthy collectors or just wealthy.” 
(Vachon 2006)  Beginning in 1967, Thomas Hoving’s ten years as director of the Met was when 
the museum constructed it’s first junior gala (Vachon 2006). 
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 Tapping the pockets and purses of the affluent is not the only route museums are looking 
to take.  They are attempting to shake the old museum image as an unattainable group of elites, 
and expand to include a more diverse crowd.  Up to this point, the majority of museum attendees 
have been white and middle class, as shown by the Survey of Public Participation in the Arts 
(McCarthy 2005).  This 2002 survey showed that 90% of all art museum attendees are white, 
58% are women, and earn a median income of $53,695 (McCarthy 2005).    
Today, one in three Americans are of minority status, and that number is only growing 
(Census 2007).  Robin Cembalest says in her article Reshaping the Art Museum that by 2034 the 
minority population will have just about matched the majority population, making a strong case 
for the pertinence of evolving the art museum to match it’s audience (Cembalest 2009).   
Cembalest also references Julián Zugazagoitia, Director of East Harlem’s El Museo del Barrio, 
that if museums do not focus on the changing needs of a diversifying country, “we will be failing 
not only our audiences but the nation.  And we’ll be out of business by 2034.” 3 (Cembalest 
2009)  
In order for residents to attend their local art museum, they need to feel like they belong, 
making it imperative for the museum to offer enough programs and information for its visitors to 
relate to.   This was Arnold Lehman’s approach when creating 2002’s Hip-Hop Nation, an in 
depth tribute to the phenomenon of hip-hop at the Brooklyn Museum of Art (Bohlen 2001).  "My 
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 El Museo del Barrio was founded in 1969 in the mainly Puerto Rican section of Harlem known as El Barrio, and 
prides itself on representing and contributing to its local community (elmuseo.org).   
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goal here is to have more than half of our visitors be people of color," he said after stating that 
most museum-goers are white, mid-aged affluent women, and that only about 25 percent of 
visitors to the Brooklyn museum are minorities.” (Bohlen 2001)  If museums should reflect their 
communities, than the Brooklyn Museum needs to increase minority participation.  Prospect 
Heights, where the museum is located, is made up of 50% minorities, and Crown Heights, its 
neighbor, is 70% African American (realestate.nytimes.com).  With the face of America 
changing, the museum is evolving along with it (realestate.nytimes.com). 
Evolving Images 
 The mid to late 19th Century brought the creation of some of our most prized art 
museums; the Metropolitan Museum of Art, the Chicago Art Institute, The Philadelphia Museum 
of Art, and the Boston Museum of Fine Arts (McCarthy 2005).  Eventually, tax incentives for 
philanthropists were created in 1913 and 1918, and artistically talented and educated Europeans 
began entering the U.S. at the end of World War II (McCarthy 2005).  These events in 
conjunction with an eventual increase in education and leisure time all led to wealth and 
opportunity in the enhancement of art and art museums across the country (McCarthy 2005).  
But it was the 1970’s and 1980’s that aroused major change within art museums, as outlined by 
Kevin F. McCarthy in A Portrait of the Visual Arts: Meeting the Challenges of a New Era 
(McCarthy 2005). He stated that it was a general increase in museum operation costs, the 
public’s desire for a diversification of art exhibitions, and a new change in ideas on an 
international level that led to internal changes (McCarthy 2005).  Thus, “collection-centered 
museums evolved into education-centered museums and, later, into experience-centered 
museums.” (Kotler 1999)  
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The experience-centered museum of today is a merging of yesterday’s goals with a 
realization that almost all visitors to art museums are there for recreation (Kotler 1999). 
Recreation in itself can take on a variety of roles, from learning about Picasso to sharing a 
cocktail on a first date, and no matter the event, it is a museum’s ultimate goal to create and 
enhance a visitor’s personal connection not only to visual objects but to the overall experience of 
a museum visit.  In a positive attempt to invite more people who may feel intimidated or uneasy 
about visiting an art museum, museums are including in their exhibitions more “contextual and 
interpretive materials, storytelling, and exploration of the meaning of objects.”(Kotler 1999)   
This provides context in which to associate and process what is being viewed, and “as a result, 
visitors feel better informed about, more connected to, and better able to participate in museums 
(Kotler 1999).    
Art Museums are steering away from their one dimensional role as art treasury and 
defining themselves in numerous new ways:  “classroom, meeting place, restaurant, playground, 
park bench, party palace, cinema, singles bar, conversation provocateur, travel agent, lecture 
hall, wine bar, and…the place to see and be seen socially” (Dobrzynski 1997).  By promoting 
this multi-dimensionality to the younger generation, it can only translate as an inviting place to 
go and hopefully perpetuate this feeling to future generations to come.  Once today’s singles start 
to settle down and bring their own children to art museums, the children will associate museums 
with positive experiences.  Says Seattle Art Museum’s public-relations manager Linda Williams, 
“It’s not an effort to trick people into seeing art.  My kids are going to grow up thinking an art 
museum is a cool place to go.” (Cleary 2001) 
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Conclusion 
It was the Metropolitan Museum of Art who started extending their Friday and Saturday 
night hours in 1989, inviting more young people to become active members of the art community 
(Kamin 1992). They understood that, “for anything to stay vital, it needs young people with raw 
ideas and vitality.” (Vachon 2006) Since then, After Hours nights have become a staple of 
museum programming in an ongoing effort to boost participation, membership, and donations.  
The recent recess in the economy, though, has spawned cutbacks in museums funding, leaving 
directors to slash hours in hopes of cutting operational costs.  The question posed by Judith H. 
Dobrzynski is, “When was the last time you went to the movies on a weekday between 10 a.m. 
and 5 p.m.? How about a concert, a dance performance or a play?” (Dobrzynski 2009)  When 
viewing museum marketing from this angle, After Hours programs seem like a logical step in an 
evolving art museum marketing department.   By appealing to a younger generation, art 
museums are looking to their futures, catering to those now who will eventually be full 
participants and philanthropists.   
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Procedure 
This study analyzes and explores the fourteen museums which hold relevant Late Night 
programming and how they market to the studied age demographic. Data was gathered by the 
original composition of a questionnaire which all fourteen art museums responded to. Additional 
information was obtained through, internet research, three interviews and two site visits. The 
survey asked for specific information relevant to each museum's marketing departments and late 
night programming. The purpose of collecting qualitative data was to compare and contrast 
particular elements each institution deems important to this audience segment. After the data 
collection was complete, the information analyzed in relation to the other museums studied and 
current museum marketing trends. 
  
15
Limitations of Study 
 Lack of demographic data becomes problematic in both new After Hours programs such 
as Milwaukee Museum of Art’s MAM After Dark and LA MoCA’s Engagement Party, and older 
programs such as Walker After Hours, which began in 1997.  Though we have seen that After 
Hours are an effective way to market to the 25 to 40 age group, we are lacking the statistical data 
to illustrate the connection between membership sales and future donations.  Newer programs are 
still testing out what activities appeal to their communities and do not record age, race or marital 
status when hosting events.  Instead, most gathered information is done by simple observation.  
This stays the same for older programs given that many non-profit organizations lack resources 
or funding to maintain databases or are technologically behind the times.   
 The Guggenheim, who has been highly successful in raising membership through Art 
After Dark, generating about one hundred new memberships at each event, also boasts high 
numbers of donations (Ong 2009).  They host annual gala events, and coerce people to join 
several levels of membership.  Most new members at the Guggenheim and elsewhere become 
low-level members to reap benefits without a large initial commitment.  Through the 
accumulation of proper data, we would be able to enrich this study by tracking the progression of 
someone who began as a first time After Hours guest and later a donor.  The gathering of this 
information or the access to relative databases is essential elements to grasping this connection. 
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After Hours at the Art Museum: 
An analysis of the effectiveness of marketing after-hours programs to the 25-
40 age demographic 
 
Introduction 
 A desire to spark the interest of young people nationwide has led art museums to extend 
hours and increase programming.  Art after Hours programs have, in recent years, become a 
focal event listed on the calendars of almost every art museum.  As the Baby Boomer generation 
ages, and a major intergenerational transfer of wealth takes place, art museums nationally are 
viewing the next generation, those among the 25 to 40 age demographic, as their future patrons 
and philanthropists.  It is this key segment of the population, i.e., local young professionals, that 
art museums are enticing back into their establishments by providing accessible hours and 
engaging programming. 
There are two main categories of extended-hour programming, Happy Hours and After 
Hours, though museums have conceived of numerous styles of execution.  Happy Hours are 
presented as an after work gathering providing a casual environment with light appetizers, music 
such as jazz and open galleries extending to 8 or 9 p.m.  It is generally a more low-key event 
arranged to draw people to the museum with more frequency.  
 Late Night or After Hours programming is defined by the author to extend to 11 p.m. or 
later, and occurs at least three times a year. They can consist of many various activities ranging 
from dance parties, to poetry slams to guided tours.  The nature of the event has the potential to 
evoke a singles scene, and some may become mixers, though few are promoted in this fashion.  
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Most importantly, a focus on art is always central, and after hours parties many times coincide 
with the premiere of a new exhibition.  The current exhibition is then showcased, and art 
activities and the likes are generated from its theme.  The themes and varieties of After Hours 
programs are left to each museum’s discretion, therefore making it important for arts 
administrators to understand the needs and wants of the members of their individual 
communities.   
 In addition to Happy Hours and After Hours programs, though categorically different, it is 
important to mention that annual galas are held by some museums to celebrate young patrons.  
Junior groups of young collectors and supporters are wined and dined at fashionable annual galas 
nationwide, and are most lavish in the New York art scene.  Junior arts council groups from 
various museums in New York are composed of some 3,000 young people (Vachon 2006).  
Investing in these individuals now can prove lucrative later.  As the former director of the Met, 
Thomas Hoving has said, “a university has alumni.  Museums don’t.  They have to keep their eye 
on the youth, who will become wealthy collectors or just wealthy” (Vachon 2006).  The 
Guggenheim is notorious for the extravagant parties thrown for their own Young Collector’s 
Council (YCC), where they would raise as much as $100,000 in donations in one night (Vachon 
2006).  Junior groups used to be open only to the children of established and vested donors, but 
today have broadened their circle to anyone who can afford the annual fees (Vachon 2006). 
 The common goals of all mentioned extended-hour programming are: “to groom the Next 
Generation to be the future supporters and philanthropists of our communities, while in the 
meantime entertaining them, offering them exclusive programming and providing a forum in 
which to socialize and network” (Hull Ballard 2005).  This has been the ongoing inspiration 
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behind offering such programs to which here the promotion, style, and execution of fourteen 
American art museums’s after hours programs are studied. 
A Brief History of After Hours 
After Hours programs made their way into the mainstream only a short time ago.  
Beginning with the Metropolitan Museum of Art, who was among the first to initiate an After 
Hours program in 1989, began leaving their doors open to the public on Friday and Saturday 
nights until 9 p.m. (Kamin 1992).  This extension of hours was initiated in hopes of bringing 
young professionals to the Met for a happy hour instead of to the local bar.  It provided a safe, 
relaxing alternative for locals to meet and mingle, and a chance to raise money and membership 
for the museum.  The trend eventually caught on in Philadelphia, where in 1991 the Philadelphia 
Museum of Art started its own evening events, with Art After 5 (Moyn 2009).  The PMA stayed 
open until 8:45 every Friday, focusing the night on jazz, world music and art (Moyn 2009).  
Soon enough, cultural institutions of all kinds began testing out After Hours in Chicago, bringing 
singles events and mixers not only to the city’s art museums, but also to the Shedd Aquarium and 
the Field Museum of Natural History (Caro 1997). 
Throughout the 1990s, the trend started to take a strong hold, convincing more museums 
nationwide to use this method of courting young audiences.  By 1997 the Walker Art Center of 
Minneapolis and the Hirshhorn Museum and Sculpture Garden both started programs of their 
own (Hull 2009; Whitehead 2009).  Walker After Hours, still a prominent program, is held from 
9 to midnight three times a year, but also decided to offer a weekly happy hour event called 
Target Free Thursday Nights every Thursday night from 5-9 p.m. (Whitehead 2009).  Here, 
young professionals have a chance to mingle in the galleries during hours tailored to their work 
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schedule.  The Hirshhorn museum’s program, also beginning in 1997, hosts their After Hours 
three to four times a year, and has steadily grown to a capped 2,250 guests per event (Hull 2009). 
Over the years, an increasing number of museums have either looked for ideas from 
events that were already successful, or invented their own brand of After Hours.  Either way, 
more museums have come to notice the growing need for the ongoing incorporation of young 
people into their establishments.  Therefore, due to ongoing success at numerous museums, 
almost all have incorporated After Hours events into their permanent programming schedules. 
Targeting the 25 to 40 demographic 
Art after Hours programs have provided museums a viable platform for understanding 
how to evolve with a changing and diversifying population.  Though museum mission statements 
stay inherently the same, recognizing societal changes are paramount to understanding a 
museum’s main audience.   
The younger generations, often referred to as the X and Y generations, are vastly 
different from their parents and grandparents.  Generation X, born during the early 1960’s and 
late 1970’s, and Generation Y born during the early 1980’s and 90’s, were brought up in an 
environment starkly different than their predecessors, making their needs and wants 
incomparable.  These generations grew up immersed in technology, i.e. internet, video games, 
and cell phones, and seem to be looking for “more experiential, participatory experiences,” as 
was written in the report of a meeting on Increasing and Diversifying Smithsonian Audiences 
(Smithsonian 2004).  Therefore, as the meeting elaborates, “to succeed in reaching out to them, 
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museums must think of audiences as active participants rather than passive consumers of 
information” (Smithsonian 2004).   
Besides technology, changing social norms such as when people get married are the 
result of generational influences.  Many young people today are putting off marriage and 
families, resulting in the differing lifestyles of people 25-40.  A 2005 U.S. Census report showed 
that single adult homes surpassed two-parent homes with children as the most typical household 
(Spousta 2005).  The 27 million single adult households of 2005 are projected to increase to 34 
million by 2010, creating a tremendous growth in this segment of the population and a large 
market of potential patrons (Spousta 2005). Says American Generations author Susan Mitchell, 
“perhaps no trend has so dramatically changed the lifestyle of young adults as the rise of 
singlehood over the past few decades” (Spousta 2005). 
Though there is an increase in the amount of young people that are postponing marriage, 
doesn’t mean that they aren’t looking.  Art after hours provides a great venue for people to mix, 
and potentially find the right person.  It is the social event that appeals to young people, and the 
possibility of meeting someone who potentially shares the same interest that entices singles.  The 
bar scene starts to then lose its appeal because, “the attraction is meeting people at a venue where 
a certain level of sophistication is presumed” (Caro 1997). 
Art museums also remember to view young people as the parents of a future generation, 
which is thought of highly in this regard.  Once today’s singles start to settle down and bring 
their own children to art museums, they hope that children will associate museums with positive 
experiences.  Therefore, art museums are steering away from their one dimensional role as art 
treasury and defining themselves in numerous new ways:  “classroom, meeting place, restaurant, 
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playground, park bench, party palace, cinema, singles bar, conversation provocateur, travel 
agent, lecture hall, wine bar, and…the place to see and be seen socially” (Dobrzynski 1997).  By 
promoting this multi-dimensionality to the younger generation, it can only translate as an inviting 
place to go and hopefully perpetuate this feeling to future generations.  Says Seattle Art 
Museum’s public-relations manager Linda Williams, “It’s not an effort to trick people into 
seeing art.  My kids are going to grow up thinking an art museum is a cool place to go” (Cleary 
2001). 
In addition to marital status, a rapid increase in racial diversity in the U.S. has inspired art 
museums to focus programming to include all segments of the population.  Today, one in three 
Americans are of minority status, and that number is only growing (2009).  Robin Cembalest 
says in her article Reshaping the Art Museum, that by 2034 the minority population will have just 
about matched the majority, making a strong case for the pertinence of evolving the art museum 
to match it’s audience (Cembalest 2009).   Cembalest also references Julián Zugazagoitia, 
director of East Harlem’s El Museo del Barrio, saying that if museums do not focus on the 
changing needs of a diversifying country, “we will be failing not only our audiences but the 
nation.  And we’ll be out of business by 2034” (Cembalest 2009). 
Marketing in Art Museums 
 The past decades have shown a great change in how museums want to be viewed, which 
has become apparent in their marketing ventures. “Collection-centered museums evolved into 
education-centered museums and, later, into experience-centered museums” (Kotler 1999).   The 
experience-centered museum of today is a merging of yesterday’s goals with a realization that 
almost all visitors to art museums are there for recreation (Kotler 1999).  Art museums have 
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found that they are competing not only with each other, but with other institutions for the 
public’s recreational time.   Recreation in itself can take on a variety of roles, from learning 
about Picasso to sharing a cocktail on a first date, and no matter the event, it is a museum’s 
ultimate goal to create and enhance a visitor’s personal connection not only to visual objects but 
to the overall experience of a museum visit.   
 In a positive attempt to invite more people who may feel intimidated or uneasy about 
visiting an art museum, museums are including in their exhibitions more “contextual and 
interpretive materials, storytelling, and exploration of the meaning of objects”(Kotler 1999).   
This provides context in which to associate and process what is being viewed, and “as a result, 
visitors feel better informed about, more connected to, and better able to participate in museums 
(Kotler 1999).    
 As the Smithsonian describes it, art museums in the past “saw themselves as cultural 
islands that served the cultural needs of an elite audience.” (Smithsonian 2001)  Today that 
image is evolving to a more inclusive marketing plan geared at providing programs and hours for 
a diverse audience.   
Marketing, generally, is a relatively recent arrival to most art museums.  Whereas today 
almost all art museums have a Director of Marketing, it was only 50 percent in 1999, which was 
up from 17 percent in 1989 (Smithsonian 2001).  Nineteen ninety-six was the first year that the 
Museum of Modern Art developed a marketing department, and it was 1998 for the Guggenheim 
(Forman 2000).  Recent development of this department reiterates the changing viewpoint from 
which museums are looking at their audiences.  For example, included in recent marketing 
practices at Walker Art Center of Minneapolis is the development of their New Media Initiatives 
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Department (Whitehead 2009).  Using forms of media that are readily available and already 
incorporated into youth culture, this department maintains their art and technology focused blog, 
and initiated Party People Pictures which are taken at their after hours events and posted on 
Flickr (Whitehead 2009). 
 There are many reasons for this shift away from the exclusive idea of a museum being a 
“palace on the hill” and toward an increase in marketing to larger sectors of the population.  First 
is the general increase in the cost of maintaining the museum and its exhibitions.  The 
Smithsonian states that there has been an increase from $21 in 1988 to $46 in 2000 in the 
average operating budget per visit (Smithsonian 2001).  Part of this though, was eventually due 
to marketing expenses in acquiring new audience members.  “Marketing, development and 
membership costs per visit have risen from $0.87 in 1988 to $2.94 in 2000.” (Smithsonian 2001)  
The desire for attracting new audiences stems from a growing concern that “if they do not 
respond to changes, their only visitors will be students and senior citizens” (Cembalest 2009).  
As the face of America changes, so does the need for new and innovative ways of revitalizing 
and maintaining the influence of art museums. 
Marketing in art museums is conceptually different than that of for-profit businesses, 
though many of the same strategies are applied.  “Art museum marketing is market driven and 
mission relevant.” says the Smithsonian (Smithsonian 2001).  This is true because they not only 
have responsibilities to attract visitors and generate revenue in order to keep establishments 
alive, but also to uphold their mission statements.   
Included in almost all art museum mission statements is a concern with educating their 
communities.  The Dallas Museum of Art includes in their mission, “Embracing our 
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responsibility to engage and educate our community” (2009).  The Solomon R. Guggenheim 
Foundation takes it another step further: “to educate an increasingly diverse international 
audience” (guggenheim.org (2009).  The Scottsdale Museum of Contemporary Art even 
mentions in their mission that it, “presents a wide variety of educational programs and special 
events for adults and families” (smoca.org (2009).  Mission statements are the driving force 
behind the museum, which must translate even during late night programming events. 
In compliance with their missions, art museums are applying marketing tactics in 
drawing new audiences.  They are conducting market research to better understand who they are 
marketing to, and establishing audience segment teams to know the needs and wants of each 
population sector (Smithsonian 2001).  They are promoting group visits from schools and youth 
groups, raising awareness through advertisements, and attempting to increase participation 
through events (Smithsonian 2001).  In doing so they are taking their product, including 
everything from the venue itself to the artwork to the café and gift shop, and using it in as many 
ways possible (Kamin 1992).  This allows for variability when appealing to many different 
people, such as offering educational programs for children and after-hours programs for adults 
all under the same roof.  
Marketing After Hours 
Art museums have essentially taken strategies from mainstream marketing, and adapted 
them to suit their specialized needs. They are using the approaches of for-profit companies and 
incorporating them into their ways to raise awareness for their organization.  The Marketing Mix 
is one of these tools.  The categorization of attributes that comprise the four P’s of the Marketing 
Mix was first introduced by E. Jerome McCarthy in 1960 (2007).  A concept already well known 
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by the late 1980s and early 1990s in the marketing world, art museums were starting to integrate 
its central ideas.  The Four P’s are Product, Place, Promotion and Price, and are incorporated 
directly into the formation of After Hours programs (netmba.com 2007).  The four P’s are 
basically the how, what, where, when, and how much of each program, and greatly affect their 
success.  
Cost-How Much? 
Cost is associated with two things: the cost of admission, and the overall cost to run the 
event.  Very few museums are looking to make money on after hours programs, and instead aim 
to break even.  How much a museum makes is not always associated with the success of the 
program.  Many factors determine this, including how densely populated the area is, how well it 
is promoted, whether or not it is sponsored, and how much they charge at the door.  
The majority of museums charge a small fee, ranging from 5 to 15 dollars, and almost 
every program also has a cash bar, which can help with covering some costs.  Both the Walker 
and the Guggenheim, in comparison, have higher fees than most at $25 for members and $35 for 
nonmembers at the Walker and $25 for nonmembers but free for members at the Guggenheim 
(Brown 2009; Whitehead 2009).  Walker After Hours has met with much success, and their 
program is featured three times a year, possibly allowing them to still have high attendance 
despite the higher cost.  One of the main reasons for their fee is directly correlated to catering 
(Wolfgang Puck), and cleanup costs (Whitehead 2009).  
How much museums charge influences not only attendance rates, but also attendance 
demographics.  Some museums have had problems with younger crowds being a bit rowdier than 
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their slightly older, more mature counterparts.  A large cause of anxiety stems from the idea of 
having possibly intoxicated young people around expensive or rare pieces of art.  To counter 
this, many museums have changed their age requirements to 21 and older, or raised the cost of 
admission in order to deter a younger crowd who would be less willing to pay.  When the 
Hirshhorn raised their admission price from $12 to $18, they noticed a slight increase in age 
resulting in a more respectful environment (Hull 2009).   
 In addition to entrance fees, sponsorship plays an important role in providing general 
relief in overhead costs.  Overhead partly determines the cost of attendance and is mainly due to 
increased security, catering and cleanup, hired entertainment, décor and lighting.  Sponsors either 
contribute monetarily or with in-kind donations.  In-kind donations include any types of goods or 
services.  The Clark, for instance, receives donations in the form of catering discounts, liquor 
donations, and raffle prize donation, and Scottsdale MoCA swaps advertising space in the 
Phoenix New Times for event tickets (Chase 2009; Oliver 2009). 
 Big name corporate sponsors, such as Target and Starbucks play a big hand in donating to 
arts programs nationwide.  In exchange for their sponsorship, they receive keen exposure to a 
select audience of people.  Target provides Walker with a Brown sum for all three parties hosted 
throughout the year (Whitehead 2009). In addition they also pay for the designer, including 
furniture rentals, lighting, flowers, etc., and pay the caterer to provide a free drink for all guests 
(Whitehead 2009).  Even with this help, Walker still only hopes to break even, stating that the 
revenue generated from tickets barely covers catering costs.  Target is also the main supporter of 
Brooklyn’s First Saturdays, along with the Edward John Noble Foundation and the Wallace 
Foundation (Ong 2009). 
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 Starbucks has been involved in sponsoring many programs involving the arts until 
recently.  The current economic climate has unfortunately disallowed them to continue donating 
money or other goods to museums such as the Dallas Museum of Art and the Tampa Art 
Museum (Lizotte 2009; Moulin 2009). 
 The amount of involvement of a sponsor can have marked effects on an After Hours 
program, such as the case of Hammer Museum’s Big Time.  Hammer got involved with Filter 
magazine for the duration of February 2007 to June 2008, and could possibly be better described 
as a collaborative effort as opposed to a donor/recipient relationship (Bestor 2009).  Hammer 
was approached by the Director of Public Programs from Filter, who initiated the program and 
the relationship (Bestor 2009).  Hammer was then more or less responsible for providing the 
venue, while Filter was providing the content.  According to Hammer though, the content and 
organizing of the event started to deteriorate, causing Hammer to grow dissatisfied with the 
relationship, thus ending the program (Bestor 2009). 
Day/Time/Frequency-When? 
 The majority of art museums schedule their After Hours programs one of two ways; 
either once a month or three to four times a year, and there are advantages to both strategies.  
Having after hours once a month obviously brings people through the doors more frequently 
increasing exposure to the exhibits, but it can be more costly.  Having parties three or four times 
a year many times comes down to cost.  Museums simply can’t afford to throw a party once a 
month. 
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 Art After Hours are generally defined to extend to at least 11 p.m., but the events starting 
and ending time can vary.  The Guggenheim, for instance, has one of the latest events, which 
extends to 1 a.m. (Brown 2009).  On the other hand, many programs such as Scottsdale MoCA, 
Brooklyn Museum and the Dallas Art Museum like to include children and older people in the 
earlier hours of the evening.  During this time, museums have been known to offer family games, 
exhibition previews or art panel discussions as a way of invoking a more subtle, all-inclusive 
environment.  In this case, music and dancing will be offered later in the evening, usually 
changing the mood and the crowd. 
Events-Where? 
Where museums are located can have an affect on late night programs.  Most art 
museums are located in downtown urban centers, which can be for better or for worse.  If a 
museum is located in an area where locals find it easily accessible from work or home, many 
more are likely to attend.  The Hirshhorn Museum and Sculpture Garden, located on the National 
Mall in central Washington, D.C. is a good example, hosting 2,250 people at each After Hours 
event (Hull 2009).   
A more unlikely success story though, is the Los Angeles Museum of Contemporary Art.  
Though the museum’s location, Grand Avenue in downtown L.A., is beginning to transition into 
a more residential area partly through the efforts of the Grand Avenue Project, it is generally an 
area people would not want to frequent after dark (grandavenuecommittee.org).  Even before the 
onset of revitalization, effective programming and marketing allowed LA MoCA to pull in 
19,122 people during their first 12-week late night exhibition known as Night Vision, featuring 
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Basquiat, then another 23,692 people during Night Vision in 2006 (Wilson 2009).  These 
numbers seemed an unprecedented success given the event’s time and location. 
Promotion and Advertising-How? 
Promotion plays a huge role in successfully luring the 25-40 crowd through the doors.  
The means of promotion has changed drastically through time, and also varies from city to city.  
Whereas print and radio used to be the biggest means of advertising, social networking and 
websites have taken over.  Radio is still effective in areas like Dallas where people spend large 
quantities of time on the road, but sites like Facebook and Twitter have been the most prominent 
(Lizotte 2009).  Of the fourteen museums surveyed, all use the museum website and Facebook to 
promote after hours events, and ten out of fourteen uses Twitter.  Even some online networking 
sites are being phased out at this point.  Though nine out of the fourteen museums still use 
MySpace, others have found their sites to be static, and have ended them.  
Interestingly, word of mouth is seen to have one of the biggest influences on promotion.  
The Brooklyn Museum started its campaign targeting specific neighborhoods and distributing 
postcards in what they referred to as an initial “guerrilla marketing campaign” (Ong 2009).  
Since word got out, the Brooklyn Museum now attributes half of its attendees to word of mouth 
promotion (Ong 2009).  Washington D.C.’s Hirshhorn Museum has had similar results.  When 
they stopped formally advertising and instead sent out emails to specific groups of what they call 
“dedicated” attendees, in addition to relying on bloggers, they have continuously sold out events 
(Hull 2009). 
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 Promotion, in addition to increasing attendance, many times increases membership.  The 
Walker Art Center will attract about 1,500 guests to their late night party, Walker After Hours, 
three times a year and sell between 100 and 400 new memberships per event (Whitehead 2009).  
By providing perks for members, such as one time or ongoing free admission to after hours, 
having a member’s lounge or other preferential treatment provides incentive for people to sign 
up, and possibly get more involved in the museum. 
 The Hirshhorn, for example started providing a Members VIP Lounge, which included a 
few free drinks, snacks and a restroom all in a private lounge that is also visible to the main area 
(Hull 2009).  This provided people who may be involved in many art associations around the city 
to sign up for the “low-level membership”, allowing them to take advantage of the membership 
benefits, and be able to meet with similar minded people in a slightly more intimate setting.   
Program Styles 
Classic After Hours 
 There are certain components that constitute the classic art museum After Hours 
experience, which tend to follow a general formula.  The Scottsdale Museum of Contemporary 
Art, the Hirshhorn, the Walker Art Center, and the Blanton Museum of Art are prime examples.  
The general programming of these events include a full bar, free appetizers, music, art related 
activities, and tours, among many other museum specific activities.  Scottsdale MoCA, Walker, 
and the Hirshhorn host their evenings 3 to 4 times a year, and Blanton holds theirs monthly. 
Many times, the central focus of classic After Hour programming is on the museum’s 
current exhibition, thus tailoring their evening activities to it.  When Blanton’s monthly After 
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Hours party, known as B Scene, featured Paolo Veronese, it inspires interactive games or 
projects such as designing masks and having a masquerade (Dyer 2009).  B Scene regularly hosts 
up to 1,000 guests each month, and averages 25 new member each nigh (Dyer 2009)t.  Their 
slogan is: “Blanton’s monthly art party.  B scene where you want to be” (Dyer 2009). 
 The Walker Art Center began hosting their After Hours back in 1997.  With an average 
of 1,500 people attending the event that takes place three times a year, it has been called, “the 
hippest place to be in the twin cities” (Whitehead 2009).  They have found great success when 
tying their After Hours to exhibitions, especially Blockbusters like Picasso and Frida Kahlo.  
Picasso drew 2,300 people, and their Frida Kahlo party, drawing 2,100, sold out five weeks 
before the event, even before they could print advertisements (Whitehead 2009).  This reiterates 
the power and influence of word of mouth.  Alternative entertainment at Walker After Hours 
entails a DJ, a film viewed in their Cinema, appetizers from Wolfgang Puck and snapshots of 
guests in what they call Party People Pictures (Whitehead 2009). 
 Scottsdale MoCA Nights, featured on Thursday nights from 9-12 pm three times a year is 
classic after hours in most senses; live bands, DJs, cash bar.  They also like to mix it up, with 
performance art “interventions,” live painters working on canvasses, and a large focus on fashion 
(Oliver 2009).  A Fashion Runway Show is put on at the end of the night featuring ten or more 
local designers (Oliver 2009).  Beginning the evening at 6 pm, SMoCA transitions the way into 
SMoCA Nights with various art focused discussions or panels, followed by a 7 o’clock reception 
(Oliver 2009).  With this approach, everyone is included in the new exhibitions, no matter what 
style one prefers.  
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 The Hirshhorn followed a classic late night approach when they decided to begin offering 
After Hours in 2007.  Unlike many other Smithsonian museums whose main visitors are tourists, 
the Hirshhorn found that they already had a significant local following and wanted to create a 
program dedicated to this group.  Featuring the usual mix of live performances, tours and a cash 
bar, the event has proven highly successful, and is not only a way of appreciating their local 
supporters, but also attracting new ones.  
Themed Events 
 The Sterling and Francine Clark Art Institute in Massachusetts has set the bar for themed 
After Hours.  Beginning their late night programming in 2006, they have concocted three 
evening events a year, each of which revolves around that evening’s inspiration.  For 2009, the 
Clark hosts Renaissance Revelry, Viva Flamenco, and Planet Clark (2009).  Each party generally 
entails a theme with decorations, a series of print room talks, arts and craft activities, themed 
food, music and dancing, and a raffle with prizes (Chase 2009).  For the Renaissance night, 
guests were adorned with “crowns and knightly shields.” (clarkart.edu 2009).  Activities 
included swordplay and stage fighting, or possibly learning a Renaissance line dance known as 
the Pavane (2009).  To eat, guests indulged in anything from Cornish pastries and cheddar toasts 
to fig pudding and gingerbread cookies, all washed down with a mulled cider or glass of mead 
(2009). 
 Viva Flamenco and Planet Clark both follow a similar formula, only this time paper 
flowers or “brightly colored LED-lit hula hoops” are offered, respectively (2009). Flamenco 
night taught a traditional dance known as “Firedance,” and featured Sangria, bacalau and tapas 
(2009).  Planet Clark served falafel moon balls and mini pita flying saucers (2009).  The 
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evenings average around 150 guests per event, bringing their average annual attendance up to 
160,000 (Chase 2009). 
Other Art Forms: Focus on Music and Film 
 Understanding that typically most people who make up the 25 to 40 age group are not 
going to end their Friday nights at 11 p.m., Houston decided to pitch their evening as “Your first 
stop the last Friday of every month” (Wilson 2009).  Steel Lounge Underground, hosted at the 
Contemporary Arts Museum Houston, has found a way to attract on average 350 to 500 people 
on Friday nights to dance to three bands and two DJs (Wilson 2009).   
 Similarly, the Tampa Art Museum, during their Art After Dark program used to entice 
young people by featuring an array of local bands, art, and DJs, before its hiatus. Given its 
popularity, though, it will be re-launching with the opening of their new museum in downtown 
Tampa.  The event attracted an average 473 guests per event in their first year in 2006, which fell 
to 456 guests in 2008, not a significant drop, but still attributed to their occupying an interim 
space before their move (Moulin 2009).  Tampa’s Art After Dark was inspired by Gala Corina, 
an annual event held in Tampa known as a pARTy, focused around local art and music (Moulin 
2009). 
 The Hammer Art Museum of Los Angeles hosted a bimonthly film night created and 
supported by Filter magazine, before it ended in 2008 (Bestor 2009).  The evening was focused 
around the upcoming release of a movie, and would feature a sneak preview screening of the 
film along with a Q and A with the directors or filmmakers.  The Hammer’s most successful 
night was when filmmaker David Lynch was featured for his film, Inland Empire (Bestor 2009).  
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They not only sold memberships at this specific event, which was out of the ordinary, but 
attendance reached upwards to 800 people (Bestor 2009).  Average attendance was usually 
around 400, though varied and reached a low of 100 people at their screening of Garden Party, 
written and directed by Jason Freeland (Bestor 2009).  To finish off the evening, guests generally 
moved to the courtyard for entertainment, usually a local DJ, and a cash bar. 
Educational 
 Originating as an after hours event dubbed NightLite at the Boulder Museum of 
Contemporary Art, there has been an entire thematic switch in the construction of the evening 
events.  NightLite, lasting only for the summer of 2007, created an After Hours scene that was 
described by the museum’s current Coordinator of Adult Programs, Sarah Kinn as generally 
focused on “having a party”(Kinn 2009).  Kinn had different ideas in mind when taking over as 
the program coordinator, changing the name to ArtCore.  As the name implies, it is an art 
education focused program, intended to “make people feel more comfortable around 
contemporary art” (Kinn 2009).  Program activities range from lecture panels and films to 
seasonal opening parties.  The intention is to generate numerous forms of activities in adult 
programming, allowing for a variety of demographics and interests.  For instance, there may be 
early evening lectures that do not offer drinks, or late night parties that may attract more singles 
and socializing.      
The Party 
 The Guggenheim Museum’s Art After Dark, created in 2005, was intended as a social 
event devised to attract young people through the doors and specifically to recruit a higher 
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membership (Brown 2009).  Members get in free the First Friday of every month for their late 
night program that runs from 9 p.m. to 1 a.m. (Brown 2009).  Art After Dark at the spiraling 
Frank Lloyd Wright designed museum was set up to be a party, with a bar staged in their central 
rotunda, accompanied by the music of a DJ or live band.  Art After Dark was even featured in 
GQ magazine as one of the top places in the world to find beautiful women (Brown 2009). 
 The museum averages around 2,000 people per event, and has been highly successful 
meeting their initial goals for membership increases (Brown 2009).  They sign up an average of 
100 new members each first Friday (Brown 2009).  Individual membership is $75 and includes 
such perks as bypassing ticket lines, free admission to the galleries, discounts to the store and 
café, and of course free admission to Art After Dark (Brown 2009).  By going to Art After Dark 
just three times in a year, the membership becomes advantageous.   
The Outliers  
 The Milwaukee Art Museum’s slogan goes something like this: “Shake it up one Friday a 
month with MAM After Dark, the new monthly art happening that allows you to cast yourself in 
a whole new light” (Wittke 2009).  Inspired by the Walker Art Museum’s program, MAM 
wanted to create a program as well that could appeal to young people in the area.  They take the 
traditional late night programming approach, and mix it up by featuring different activities each 
night, such as Nature Nurture, their fashion show event, or True Skool, a break dancing 
competition night (Wittke 2009).  They have also featured their current art exhibition, or held 
beer and cheese tastings. 
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 The Los Angeles Museum of Contemporary Art held a late night program from 2005 to 
2007 called Night Vision, which ran every Saturday over the summer months of each year 
(Wilson 2009).  The event would feature one artist, namely Basquiat in 2005, Robert 
Rauschenberg in 2006 and three smaller shows in 2007 including the art of Richard Tuttle 
(Wilson 2009).  It would also include film screenings, a bar and ongoing music.  Even though the 
event went to midnight, by the end of the summer of 2007 the music would have to be shut off 
by 10 p.m. due to neighbor complaints (Wilson 2009).  By the end of its three-year stretch, Night 
Vision was starting to lose momentum with a slow decline in attendance and an increase in 
overall costs (Wilson 2009).   
 This gave way to the program that LA MoCA now hosts called Engagement Party.  This 
Thursday night event going from 7 to 10 p.m. is something slightly different from the author’s 
general definition of after hours.  Engagement Party began in 2008 and allows a local art 
collective gallery space to create numerous art projects to showcase the first Thursday of each 
month (moca.org (2009).  Projects can include “performances, workshops, screenings, lectures, 
or any other activity emerging from the group’s particular focus” (moca.org(2009).  Engagement 
Party continues to connect local people to the work of local art collectives. 
Success Stories 
 Attracting on average 6,500 guests during Target First Saturdays at the Brooklyn 
Museum, this event has set the bar in many ways as one of the most highly successful After 
Hours events (Ong 2009).  Beginning in 1998, Target First Saturdays was created by Director 
Arnold L. Lehman in “an effort to expand their audience by attracting diverse visitors of all ages 
including families and young adults” (Ong 2009).  Brooklyn consists of very diverse 
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neighborhoods, and it has been Lehman’s goal from the beginning to allow the museum to reflect 
that type of diversity.  His goal in 2001 was to bring the percentage of people of color who attend 
the museum up from 25% to 50% (Bohlen 2009).  Years later, this goal is close to coming true.  
Their attendance has recently reported that 4 in 10 visitors are now people of color, which 
increases to over half on First Saturdays (Ong 2009).  
 Target First Saturdays are open to everyone and free to enter, encouraging diversity of 
race, background and age.  The evening begins at 5 p.m. with family friendly activities, until 9 
p.m. when the dance party begins, featuring DJs, dance performances, and live music (Ong 
2009).  
 For the Dallas Museum of Art, late night programming began after receiving an 
overwhelmingly positive response to their 100 Hour Centennial Celebration in 2003 (Lizotte 
2009).  In celebration of the museum’s one hundred year anniversary, the museum stayed open 
one hundred continuous hours, offering a variety of events, including concerts, performances, 
films, family activities and insomniac tours (Lizotte 2009).  This event alone pulled 45,000 
people through the doors to celebrate the five-day event (Lizotte 2009).  By 2004, Late Nights at 
the Dallas Museum of Art was in full swing, the last Friday of every month drawing on average 
between 3,000 and 5,000 people, their motto being “the art doesn’t have to go home.  Why 
should you?” (Lizotte 2009). 
 The success of the program can be attributed to its diverse evening programming.  Late 
Nights is kicked off at 6pm with family activities such as yoga for kids, Creativity Challenges, 
and Bedtime Stories with Arturo, the museum family mascot (Lizotte 2009).  Family time then 
transitions into programming that welcomes young adults and teens, including open mic poetry 
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new music listening parties, films, and DJs (Lizotte 2009).   As the night progresses, it many 
times also includes a concert or music event and a cash bar.  On the night that Dallas native 
Erykah Badu performed, 36,000 people came out to see her at the museum, shutting down streets 
in downtown Dallas (Lizotte 2009). 
Controversy 
 In the past, critics of Art After Hours programs were concerned about bringing 
unorthodox programs into the art museum, an establishment that has been viewed traditionally as 
a place for quiet contemplation and appreciation of art.  But the American art museum is 
changing.  This is an institution supported by and contributing to a community, and therefore 
should be growing and changing to properly reflect that community.  In an article by Blair 
Kamin, she notes, “Yet some wonder whether art museums are selling their souls in an attempt to 
improve their balance sheets” (Kamin 1992). 
 The popularity of art museums has coincided with an increase in tourism resulting in both 
controversial and blockbuster exhibitions.  Either exhibition category has been known to bring 
unfathomable amounts of people and/or press to that museum.  The infamous Sensation exhibit 
at the Brooklyn Art Museum was scorned by many as a showcase of blasphemous art.  Brooklyn 
has held other controversial exhibitions including Hip-Hop Nation: Roots, Rhymes and Rage, 
and Star Wars: The Magic of Myth (Hull 2009).  The Guggenheim, featuring the fashion of 
Giorgio Armani is another example (Lowry 2004).   
 Blockbuster shows allow museums to “rent” a popular exhibition for a limited time to 
ensure profits and usually highlight the work of an Impressionist artist such as Monet or 
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Cézanne.  The Philadelphia Museum of Art 14-week run of the 1996 Cézanne exhibit drew in 
548,000 people, bringing the attendance for the year to one million (philamuseum.org).  Hosting 
exhibitions like these or hosting art museum dance parties have drawn numerous questions from 
critics who are concerned about the direction that museums are headed.  But art has always been 
controversial, and as Courtney Spousta said of Seattle’s After Hours program, “This catches 
people off guard, which is what art is supposed to do” (Cleary 2001). 
A less philosophical concern is simply mixing young people and alcohol with valuable 
artwork.  In addition to the Hirshhorn, the Guggenheim has had to deal with this problem due to 
the online listings website called Flavorpill with whom they were working in 2006 (Hull 2009).  
This website drew a much younger crowd to Art After Dark, who was more concerned about the 
music and less about the art.  Having an increase in the general age of the crowd only slightly, 
from 18 to 25 to 25 to 35 makes a large difference in the nature of the event, and can ease worry 
about potential accidents.  This also filters guests down to those who really have an active 
interest in the event and the art scene, rather than a mere passing interest.  
 Lastly, viewing the local art museum as a place to meet singles has been controversial.  
Though some museums avoid the topic, others embrace it.  Walker says that their event is 
definitely a singles scene, and that about a third of the people there are looking to ‘hook up’ or 
meet someone (Whitehead 2009).  They also claim that many marriages have had their start at 
the program, which is really a subtle hope of marketing this demographic.  Blanton agrees, 
saying that they have noticed their interactive activities provide a venue for people to mingle and 
interact in a cultural environment (Dyer 2009).  Again, Courtney Spousta says, “This program is 
trying to overcome the stereotypes of an art museum as being old and stuffy and boring, and not 
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for somebody in their 20s” (Cleary 2001).  The role of art museums is to attract all segments of 
the community, and by attracting young people, a museum positively draws vitality and builds 
community support.  Though controversies were more prevalent in the onset of After Hours 
programs, they have become such a mainstay in museum programming that the controversy has 
died down and their value is understood. 
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Summary 
The growth of Late Night programming stemmed from the Metropolitan Museum of 
Art’s desire to bring young professional into the museum for a happy hour instead of the local 
bar. The MET, among the first to initiate the Art After Hours program in 1989, began leaving 
their doors open to the public on Friday and Saturday nights until 9 p.m. 
Today it is hard to find a museum that does not have Art After 5 programming, yet only 
fourteen museums across the nation take it a step further and hold Late Night programming. 
These fourteen museums are composed of some of the country’s finest museums, small 
contemporary art centers and university art museums. They are located in major metropolitan 
such as New York, and Los Angeles to Williamstown, Massachusetts, population 8,424.  In Los 
Angeles, MOCA held its programming over the summer months, whereas the Clark’s themed 
events are geared to those brave enough to face the blustery wintery months of the Berkshires. 
Each museum is distinctively different in a multitude of ways, yet each hold a common thread in 
their innovative events.  
After Hours programming can consist of many various activities ranging from dance 
parties, to poetry slams to guided tours.  The nature of the event has the potential to evoke a 
singles scene, and some may become mixers, though few are promoted in this fashion.  Most 
importantly, a focus on art is always central, and after hours parties many times coincide with the 
premiere of a new exhibition.  The current exhibition is then showcased, and art activities and the 
likes are generated from its theme.  The themes and varieties of After Hours programs are left to 
each museum’s discretion, therefore making it important for arts administrators to understand the 
needs and wants of the members of their individual communities.   
After Hours programs have provided these museums a viable platform for understanding 
how to evolve with a changing and diversifying population. Though the museum mission 
statements stay inherently the same, recognizing societal changes are paramount to 
understanding a museum’s main audience.   
As this study details, Late Night programming is indeed an effective way to market to the 
25 to 40 age demographic. At the same time, this research demonstrates that additional 
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exploration of each museum’s relationship database and extensive focus groups with program 
attendees and museum members are needed in order to analyze the level of participation and 
philanthropic activities of the attendees.  
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Conclusions and Implications for Further Study 
 After Hours programs have become an integral part of an ongoing effort to boost 
participation, membership, and donations.  Through these programs, we have seen the positive 
affects they have had on community participation and impact on the rise in museum 
membership.  What we lack is the access to databases that properly support the link between 
hosting After Hours events and contributions of future donors.  Future study of this phenomenon 
should include the visitation of each After Hour event along with detailed field notes and the 
participation in focus groups.  It should also include the ability to access and analyze 
demographic data to further understand the connection between hosting these events and 
inspiring donations. 
 The recent recess in the economy has spawned cutbacks in museums funding, leaving 
directors to slash hours in hopes of cutting operational costs.  The question posed by Judith H. 
Dobrzynski is, “When was the last time you went to the movies on a weekday between 10 a.m. 
and 5 p.m.?  How about a concert, a dance performance or a play?”(Dobrzynski 2009).  When 
viewing museum marketing from this angle, After Hours programs seem like a logical step in 
catering to the schedules of most Americans.  By appealing to a younger generation, art 
museums are looking to their futures, perusing those now who could eventually be participants 
and philanthropists.  
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Museum Mission Statements 
http://blantonmuseum.org/about/history_overview_mission.cfm 
As the art museum of a major research university, The University of Texas at Austin, the Blanton 
Museum of Art is committed to being a center of excellence, knowledge and learning, building 
the finest collections possible, and serving as a vital resource for teaching in a broad variety of 
disciplines. As the principal art museum in a major metropolitan area and state capital, the 
Blanton is committed to be a welcoming place for all visitors, building a lively and engaged 
community of art lovers of all ages, and serving as a gateway between the University, the city of 
Austin, and the state. 
 
http://www.bmoca.org/aboutUs/ 
The Boulder Museum of Contemporary Art is a dynamic venue dedicated to the presentation of 
significant art of our time. Through an innovative program of regional, national and international 
exhibition and performance, the museum inspires and educates its communities and visitors from 
around the world to explore the forefront and evolution of contemporary art. 
 
http://www.brooklynmuseum.org/about/mission.php 
The mission of the Brooklyn Museum is to act as a bridge between the rich artistic heritage of 
world cultures, as embodied in its collections, and the unique experience of each visitor. 
Dedicated to the primacy of the visitor experience, committed to excellence in every aspect of its 
collections and programs, and drawing on both new and traditional tools of communication, 
interpretation, and presentation, the Museum aims to serve its diverse public as a dynamic, 
innovative, and welcoming center for learning through the visual arts. 
 
http://www.clarkart.edu/about/content.cfm?ID=37 
The Sterling and Francine Clark Art Institute is an art museum and a center for research and 
higher education, dedicated to advancing and extending the public understanding of art. No other 
institution of its scale and character has such a complex and exhilarating mission—complex 
because interrelating the differing purposes of an art museum and a center for research and 
higher education is so challenging, and exhilarating because the possibilities and implications of 
this combination are so dynamic. 
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The Clark’s mission and its geographical location define three essential, interrelated aspects of 
its character and identity: the quality of its art, the beauty of its pastoral setting, and the depth of 
its commitment to the generation of ideas. These principles are best articulated through a letter 
from the Institute’s director, Michael Conforti. 
 
http://dallasmuseumofart.org/Dallas_Museum_of_Art/About_the_Museum/ID_014899 
We collect, preserve, present, and interpret works of art of the highest quality from diverse 
cultures and many centuries, including that of our own time. We champion the power of art, 
embracing our responsibility to engage and educate our community, to contribute to cultural 
knowledge, and to advance creative endeavor. 
 
http://www.guggenheim.org/guggenheim-foundation/mission-statement 
The mission of the Solomon R. Guggenheim Foundation is to promote the understanding and 
appreciation of art, architecture, and other manifestations of visual culture, primarily of the 
modern and contemporary periods, and to collect, conserve, and study the art of our time. The 
Foundation realizes this mission through exceptional exhibitions, education programs, research 
initiatives, and publications, and strives to engage and educate an increasingly diverse 
international audience through its unique network of museums and cultural partnerships. 
 
http://hammer.ucla.edu/about/index.html 
The Hammer Museum explores the capacity of art to enhance the full range of human 
experience. Through its collections, exhibitions, and programs the Hammer illuminates the depth 
and diversity of artistic expression through the centuries, with a special emphasis on the art of 
our time. At the core of the Hammer’s mission is the recognition that artists play a crucial role in 
all aspects of culture and society. As cultural center, the Museum advances UCLA's mission by 
contributing to the intellectual life of the campus and the community at large. 
 
http://hirshhorn.si.edu/info/columns.asp?key=89 
The Smithsonian’s Hirshhorn Museum and Sculpture Garden is a leading voice for contemporary 
art and culture and provides a national platform for the art and artists of our time.  We seek to 
share the transformative power of modern and contemporary art with audiences at all levels of 
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awareness and understanding by creating meaningful, personal experiences in which art, artists, 
audiences and ideas converge.  
We enhance public understanding and appreciation of contemporary art through acquisition, 
exhibitions, education and public programs, conservation, and research.  
 
http://www.camh.org/ 
The Contemporary Arts Museum Houston is an idea and a place shaped by the present moment. 
The Museum exemplifies the dynamic relationship between contemporary art and contemporary 
society through its exhibitions, public and educational programs, and publications. The CAMH 
provides the physical and intellectual framework essential to the presentation, interpretation, and 
advancement of contemporary art; it is a vibrant forum for artists and all audiences, and for 
critical, scholarly, and public discourse. 
 
http://www.mam.org/info/ 
The Milwaukee Art Museum collects and preserves art, presenting it to the community as a vital 
source of inspiration and education. 
 
http://www.moca.org/museum/us_home.php? 
Mission & Vision Statement  
MOCA's mission is to be the defining museum of contemporary art. MOCA engages artists and 
audiences through an ambitious program of exhibitions, collection, education, and publication. 
MOCA identifies and supports the most significant and challenging art of its time, places it in 
historical context, and links the range of the visual arts to contemporary culture. MOCA provides 
leadership by actively fostering and presenting new work, emerging media, and original 
scholarship. 
 
http://www.smoca.org/about_history.php 
 
“SMoCA champions creativity, innovation and the vitality of the visual arts. We seek to build 
and to educate audiences for modern and contemporary art, as well as to provide opportunities 
for the artistic community—locally, nationally and internationally. SMoCA provides a 
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memorable experience of art, architecture and design by exploring new curatorial approaches 
and by highlighting cultural context. We interpret, exhibit, collect and preserve works in these 
media.” 
 
http://www.museumsusa.org/museums/info/1167424 
The Tampa Museum of Art is dedicated to advancing the visual arts through exhibitions and 
educational programs for the broadest possible audience. 
The Tampa Museum of Art's primary purpose is to collect, preserve, display and interpret works 
of art, reflecting art forms of regional, national and international importance 
 
http://www.walkerart.org/archive/B/A8A325C57736F6F96167.htm 
The Walker Art Center is a catalyst for the creative expression of artists and the active 
engagement of audiences. Focusing on the visual, performing, and media arts of our time, the 
Walker takes a global, multidisciplinary, and diverse approach to the creation, presentation, 
interpretation, collection, and preservation of art. Walker programs examine the questions that 
shape and inspire us as individuals, cultures, and communities. 
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Thesis Questionnaire 
 
Guggenheim NY 
Art after Dark, First Fridays  
Things I already know about Art after Dark, First Fridays at the Guggenheim 
Time: 9-1 am  
Frequency: First Fridays (but take June –September off) 
Cost: $25 nonmembers, free for members 
Bar: cash  
 
Origins 
1. When did you begin Art after Dark/First Fridays?   
 
2. What were/are the reasons behind of the formation of Art after Dark? Whose idea 
was it-were you influenced by any other museums? Who was instrumental? 
 
3. What are the differences between then and now? 
  
Marketing 
1. How is the event marketed, to what demographics? 
 
2. What avenues are Art after Dark marketed thru?  
Examples: 
Facebook  
MySpace  
Twitter  
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Brochures 
Press Releases   
Museum website  
Billboards 
Press the museum has received due to Art After Dark 
 
3. What avenue(s) do you find the most effective for general attendance and 
specifically to the 25-40 age demographic? 
 
Goals 
• Have your original goals of the program been met, exceeded?  
 
• Have the organization’s goals expanded/changed as the program continues?  
 
Attendance 
1. What are your average attendance numbers, and have they grown as the 
programming has matured? How does this match up to your yearly, monthly, 
weekly number of visitors?  
 
2. Who is the main audience: age range, sex, ethnic background, education level, 
city/suburb residence, marital status? How does this compare to day-time visitors?  
 
3. How has attendance grown/declined over the several years that the program has 
been running? 
 
4. Do attendees become repeat visitors, daytime or Art After Dark? 
 
5. How do the seasons and weather affect the attendance? 
 
6. Do you find it to be a singles scene? If yes, please elaborate. 
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7. How are the various age groups represented? With a special focus on the 25 to 40 
age demographic? 
 
Membership 
• How has membership been influenced, has it increased? How strong is your 
membership presence at events?  Do people often join at the event, if so can you 
estimate an average number? 
 
• Describe, if any, the relationship with Art After Dark and the Guggenheim’s Young 
Collector Circle. 
 
The event 
• What is an average Art After Dark composed of?  
 
Cost 
• Has the admission prices changed since Art After Dark began? 
 
Sponsors/Costs associated with event 
• How did the partnership with ST.GERMAIN/who made the initial contact? Do they give 
the museum a Brown sum to cover event expenses each year? Can you say what that 
amount is? Have there been other partnerships in the past? 
 
• Does the museum make money on these events? Break even?  
 
Your role  
• What is your part in the planning, execution?  
 
Controversy/Feedback 
• What type of feedback have you received since the Art After Dark started? Has 
there been controversy over the events? If so please elaborate.  
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Museum Marketing Examples 
 
 
Museum Facebook Pages 
 
Reminder: First Fridays @ Guggenheim 
To all guests of First Fridays at the Guggenheim 
 
Scott Jeffrey September 30 at 1:50pm Reply 
A reminder to come join us at the Guggenheim this Friday for Art After Dark. And please 
consider literally joining us with a $75 individual or $125 dual membership for free entrance and 
to avoid waiting on line (arriving right at 9pm helps too): 
 
http://www.guggenheim.org/new-york/membership/membership 
 
SPECIAL THIS MONTH: Wear Red, Get in Free 
 
Join Côtes Du Rhône wines in celebrating the Guggenheim's 50th Anniversary by wearing red — 
Frank Lloyd Wright's favorite color — to First Fridays. The first 100 guests to arrive wearing red 
clothing, shoes, or accessories will receive free admission courtesy of Côtes Du Rhône. 
 
ALSO NOTE: The VIP Members' Lounge is closed for renovation and expansion. Members will 
receive complimentary drink tickets. 
 
Please join our FB group if you haven't already to receive the invites each month:  
 
http://www.facebook.com/event.php?eid=51387895070#/group.php?gid=9432570846  
 
 
Hirshhorn Museum and Sculpture Garden Don't miss the last After Hours of 2009! 
Only about 300 tickets are left! 
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hirshhorn after hours 
Source: hirshhorn.si.edu 
All bags will be searched by security before entrance. If you don't have any bags, you won't 
have to wait in the security line. 
€,´,€,´, …,? ,? vnxdC 68d10d7c813bf0
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Museum Websites 
 
 
Target Presents 
 
I am more than my martini. 
After Hours: Culture with cocktails. Dubbed "the hippest place to be in the Twin Cities," Walker After 
Hours launched in 1997 as the local happy hour alternative, and since then has attracted more than 
100,000 trendy young (and not so young) professionals to the Walker Art Center.  
 
After a brief hiatus, After Hours has returned to much acclaim. These spectacular parties celebrate the 
world of contemporary art and feature a first look at the Walker's major touring exhibitions. In addition 
to previewing the Walker exhibitions, After Hours guests can dine on complementary Wolfgang Puck 
hors d'oeuvres, partake in drinks from the cash bars, and groove to the beat of local DJs. Film, art 
making, and live music round out the party experience. Guests can also capture the moment at Party 
People Pictures with a photographic self-portrait projected minutes later on the lobby walls and 
uploaded to www.flickr.com/groups/walkerafterhours to share with friends and colleagues. 
 
For tickets and information, call 612.375.7600 or visit walkerart.org/tickets. New members receive one 
free ticket when they join.  
Walker After Hours sponsored by Target.  
 
 
About MAM After Dark 
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Upcoming Events 
MAM After Dark is a monthly art happening at the Milwaukee Art Museum. Each event offers a 
not-to-be-missed feature program, after-hours access to the galleries, music, food, cash bar, 
and more. Enjoy as you mingle with friends old and new. 
 
Photo Booth 
Strike a pose. The MAM After Dark Photo Booth is your chance to own the spotlight. See 
yourself projected on the walls of Windhover Hall—and possibly in our next ad campaign! 
 
DIY Studio 
Make and take your own art at this MAM After Dark mainstay. At the DIY (do-it-yourself) 
Studio, you can expect to make everything from buttons and valentines to gift bags and 
baskets. 
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MAM After Dark: Jan Lievens on a Jet Plane 
FRIDAY, FEBRUARY 20, 2009 | 5PM-Midnight 
It’s always an adventure when the Milwaukee Art Museum collaborates with the events-
planning organization Cedar Block. Jan Lievens on a Jet Plane, inspired by the exhibition Jan 
Lievens: A Dutch Master Rediscovered pays tribute to the seventeenth-century portrait painter 
and world traveler—a contemporary of Rembrandt’s hailed for his innovative style. 
 
MAM After Dark: Gallery Night Edition 
FRIDAY, JANUARY 16, 2009 | 5PM-Midnight 
MAM After Dark lights up Milwaukee for a special Gallery Night edition on Friday, January 16, 
from 5 p.m. to midnight. Get out of the cold and get into the art happening that lets you cast 
yourself in a whole new light! 
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MAM After Dark: Be a MAM Rock Star! 
FRIDAY, NOVEMBER 21, 2008 | 5PM-Midnight 
Performance installations from the UWM Dance and Digital Media Department, and make your 
own vintage album cover journal at the DYI studio. The evening ends with a live air-guitar 
competition, presented by Milwaukee Air Guitar Showdown, featuring professional “Shredders 
of the Wind.” 
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Museum Twitter Pages 
 
steellounge 
1. @HOBHouston Pls follow us so we can reply to your message1:19 PM Oct 4th from HootSuite  
2. RT @HOBHouston: Thievery Corporation at @HOBHouston Tuesday night! 
http://bit.ly/VD9aK9:49 AM Oct 4th from HootSuite  
3. SLU PARTY PICS by Chris W. Photo, Sep '09 - Spotted @TheARE @jaekim1 @djpooks @tinazulu 
@melodramaBTQ + 2many2mention http://bit.ly/3OmHW12:24 PM Sep 30th from HootSuite  
4. Subscribe to our Steel Lounge Underground channel on Vimeo http://bit.ly/NSQg81:55 PM Sep 
27th from HootSuite  
5. Watch @DjBabyJae rockin' the house at Steel Lounge Underground, Sep '09 
http://bit.ly/3js7yJ1:39 PM Sep 27th from web  
6. We're setting up a Vimeo channel so stay tuned for some great vids from Steel Lounge.10:00 AM 
Sep 27th from HootSuite  
7. @divergencediva Thanks for the RT. Hope you can join us next month. We missed you!9:48 AM 
Sep 27th from HootSuite in reply to DivergenceDiva  
8. AWESOME Steel Lounge Foto recap! THX Flash Gordon Parks! RT @flashgparks: @tinazulu 
@djpooks @bossywoman http://bit.ly/8Usoy8:42 AM Sep 27th from HootSuite  
9. 2NITE @SteelLounge Djs The Are, Jaekim, Baby Jae & songstress Michelle Thibeaux 
@CAMHouston 5216 Montrose 8-10PM Always FREE, always FUN!12:09 PM Sep 25th from 
HootSuite  
10. Support Houston Art @steellounge this Friday at Contemporary Arts Museum Houston - 5216 
Montrose 8-10pm!8:24 PM Sep 24th from HootSuite  
11. Save the Date - Steel Lounge Underground this Friday September 25th! 8p-11p at the CAMH & 
Sponsored by Premium Goods.6:00 AM Sep 19th from HootSuite  
12. Mark your calendar for Steel Lounge Underground Friday Sept 25th. Performances by The Are, 
Jaekim, Baby Jae and Neon Collars!8:05 PM Sep 8th from HootSuite  
13. YES YES! RT @jaekim1: http://twitpic.com/fvley - Fri 09.25: Premium Goods 5th Anniv @ Steel 
Lounge Underground (the CAMH)...heavy! 
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You Tube 
 
1. Video results for Night Vision MOCA site:youtube.com 
 
 
 
Saul Williams performs at MOCA's Night Vision. 
2 min 9 sec 
www.youtube.com 
 
 
 
 
The Like at MOCA in Los Angeles
2 min 18 sec 
www.youtube.com 
 
 
 
 
YouTube - Saul Williams at MOCA-LA 8/12/06 
57 sec 
www.youtube.com 
 
 
 
 
YouTube - Saul Williams - Telegram 
1 min 22 sec 
www.youtube.com 
 
 
 
 
YouTube - From the Skin of the Drum. 
10 min 
www.youtube.com 
 
 
2. YouTube - Downtown LA Moca Museum of Art. DJ's, Night Parties, and ... 
Downtown LA Moca Museum of Art. DJ's, Night Parties, and Funky Hipness! ... Saul Williams 
performs at MOCA's Night Vision. ... 
www.youtube.com/watch?v=AoNqGSYJ3iI - Cached - Similar - 
3. YouTube - NightVision2006's Channel 
Saul Williams performs at MOCA's Night Vision. August 19, 2006. ... The Like performs at 
Night Vision: MOCA After Dark. July 22, 2006. Presenting Sp.. ... 
www.youtube.com/user/NightVision2006 - Cached - Similar - 
4. YouTube - caveratfilmboy's Channel 
Saul Williams performs at MOCA's Night Vision. October 20, 2006, 01:29 PM. August 19, 
2006. Saul Williams performs at The Museum of Contemporary Art in Los ... 
www.youtube.com/user/caveratfilmboy - Cached - Similar - 
5. YouTube - DeathMetalJohnny's Channel 
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The Like at MOCA in Los Angeles. 2:18 September 12, 2006. Music. NightVision2006. The Like 
performs at Night Vision: MOCA After Dark. July 22, 2006. ... 
www.youtube.com/user/DeathMetalJohnny - Cached - Similar - 
 
 
Sample Schedule of Events, 
Late Nights at the Dallas Museum of Art 
Friday, October 16, 6:00 p.m. to midnight 
Kick off the opening of the new AT&T Performing Arts Center with an evening of music, dance, 
and theater. Enjoy concerts, performances in the exhibition All the World’s a Stage, tours, 
family experiences, movie musicals on the big screen, creativity challenges, and much more. 
 
The Nasher Sculpture Center and the Crow Collection of Asian Art will also be open until 
midnight.  
 
CONCERTS AND PERFORMANCES 
Happy Hour with KUMAASI African Ensemble 
6:00–7:00 p.m., Atrium, Dallas Museum of Art  
Start the evening with KUMAASI African Ensemble as they lead a drum parade down the 
Concourse and end with a concert in the Atrium. 
 
Performances in the Galleries at the Crow Collection of Asian Art 
6:00–7:00 p.m. and 10:00–11:00 p.m., Gallery I, Crow Collection of Asian Art 
Explore the exhibition Wild Flowering: The Crow Family and Asia with performances inspired 
by the collections. 
Live Music at the Nasher Sculpture Center 
6:00–8:00 p.m. and 10:00 p.m.–midnight, Garden, Nasher Sculpture Center 
Enjoy the sounds of DJ Jeff Mitchell of the Phonophreaks in the Garden. 
Late Night Main Stage featuring the Dallas Theater Center 
8:00–8:30 p.m., Atrium, Dallas Museum of Art 
Inspired by All the World's a Stage, enjoy sneak-peek performances by the Dallas Theater 
Center cast of A Midsummer Night’s Dream. 
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Live Music at the Nasher Sculpture Center 
8:00 p.m., Nasher Hall, Nasher Sculpture Center 
Enjoy a performance of the Latin Ensemble, composed of Booker T. Washington High School for 
the Performing and Visual Arts students. 
Performances in The Stage 
All the World’s a Stage exhibition,  Dallas Museum of Art 
7:30 p.m. and 9:30 p.m. 
Modern dance performance choreographed by Ellie Leonhardt featuring  
Lamento danced by Emily McNabb with music by Mario Lavista  
Thirst danced by Kihyoung Choi with music by Boknam Lee  
Restoration danced by McKenzie Krempa with music by Giuseppe Verdi 
11:00 p.m. and 11:15 p.m.  
Enjoy a performance of The Guitarist/Outside-in, an original dance choreographed by 
Michele Hanlon and performed by Jennifer Mabus, inspired by Picasso's painting The 
Guitarist. 
Performance in the Galleries 
9:00-10:30 p.m., Level 3 Landing, Dallas Museum of Art 
Explore the Asian galleries while listening to Asian pop and rock with DJ Mark Ridlen. 
Late Night After Hours with Grace Hula Dance 
10:00–11:00 p.m., Atrium, Dallas Museum of Art 
Be transported to the beaches of South Pacific with a hula dance performance. After the 
performance, join the Grace Hula dancers to learn the art of hula dancing. 
  
 
SPECIAL EVENTS 
Radio Disney Appearance 
6:00–8:00 p.m., Center for Creative Connections, Dallas Museum of Art 
Stop by the Center for Creative Connections to meet Jay Jenson and the Radio Disney team. 
 
Prayer Flag Exhibition 
6:00–9:00 p.m., Sky Gallery, Trammell Crow Center 
View prayer flags created by students of Booker T Washington High School for the Visual and 
Performing Arts. 
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Dallas Observer Appearance 
6:00–11:00 p.m., Concourse, Dallas Museum of Art 
Register for a Dallas Observer electronic subscription or e-mail blast and receive a great gift. 
Photography Challenge 
6:00 p.m.–midnight, Nasher Sculpture Center 
Record your experience by responding to our photo challenge. Favorite photos will be posted 
on the Nasher Flickr account. 
Tech Lab: Open Lab 
6:30–9:00 p.m., Tech Lab, Center for Creative Connections, Dallas Museum of Art  
Experiment with technology and art in this drop-in, hands-on session.  
 
Autumn Floral Demonstrations in 1717 
7:00 p.m. and 8:00 p.m., Founders Room  
Join us to see Fall’s enchanting color palette of flowers as “ Joy Cook Designs” demonstrates 
ways to enjoy unique autumn botanicals along with  seasonal favorites. 
Space is limited to 35 participants, check in for an admission ticket at the Special Events 
Table, on the 1st floor near the Seventeen elevators.  
Prayer Flag Presentation 
7:00–8:00 p.m., Gallery III, Crow Collection of Asian Art 
Students from the Booker T. Washington High School for the Performing and Visual Arts 
Printmaking Class present original prayer flags to the Tibetan monks in a ceremony bridging 
east and west.  
 
Face Painting with Your Enchanted Face 
7:00–9:00 p.m., Ross Avenue Plaza, Dallas Museum of Art 
Become a work of art! Have your face painted like a work of art featured in All the World’s a 
Stage.  
Face painting is on a first-come, first-served basis. In case of inclement weather, this event 
will be canceled. 
Construction Challenge 
7:00–10:00 p.m., Private Dining Room, Nasher Sculpture Center 
Team up to complete architectural structures using a variety of building blocks. Challenges will 
begin at 7:00 p.m., 8:00 p.m., and 9:00 p.m. 
AT&T Performing Arts Center Information Table  
7:00–11:00 p.m., Concourse, Dallas Museum of Art 
Join us for special events throughout the evening celebrating Rodgers & Hammerstein's South 
Pacific, which will kick off the 2009-2010 Lexus Broadway Series. Stop by the table to get more 
  
66
information on the Lexus Broadway Series and to register for free tickets to The Lincoln Center 
Theater production of Rodgers & Hammerstein’s South Pacific. 
Creativity Challenges  
8:00–9:00 p.m. and 10:00–11:00 p.m., Meet in the Center for Creative Connections, Dallas 
Museum of Art 
Stretch your mind and test your creativity! Teams compete against time and with limited 
materials to design unique creations inspired by artworks in the Museum’s collections.  
Limited to ten teams. Sign up for the challenge in the Center for Creative Connections starting 
at 7:30 p.m. for the 8:00 p.m. challenge and 9:30 p.m. for the 10:00 p.m. challenge. 
 
Visiting Artist Michael Sieben 
8:00–9:30 p.m., Classroom, Nasher Sculpture Center 
Work alongside visiting artist Michael Sieben to create an artwork. 
Live Head Casting with Mitch Rogers 
8:30–9:30 p.m., C3 Theater, Center for Creative Connections, Dallas Museum of Art  
Come see us make a stunt double for Good Morning Texas co-host Rob McCollum. Visual 
effects artist Mitch Rogers will make a copy of Rob’s head during a live casting process. Mitch is 
a nationally recognized visual effects artist who builds specialized props, masks, and life-like 
dummies for film and TV. 
 
Late Night Art Bytes  
9:30–10:30 p.m., Tech Lab, Center for Creative Connections, Dallas Museum of Art 
Tech and art savvy creators share work with the community. Finished works, in-progress works, 
and creators of all ages are welcome! 
Community Art Project 
9:30 p.m.–midnight, Classroom, Nasher Sculpture Center 
Contribute to a collaborative wall art project initiated by artist Michael Sieben. 
 
KVIL Radio Station Appearance 
10:00 p.m.–midnight, Concourse, Dallas Museum of Art 
Stop by the KVIL Radio table and register to win prizes. 
Late Night Open Mic  
10:30–11:30 p.m., C3 Theater, Center for Creative Connections, Dallas Museum of Art  
Hear Dallas's hottest poets or share some of your own verses. Hosted by Tisha Crear of 
Reciprocity. Readings may contain adult themes and language. Spoken word performances 
only; no instruments allowed. 
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FILMS 
Movie Musicals Under the Stars at the Dallas Museum of Art 
Enjoy screenings of Top Hat and South Pacific on Ross Avenue Plaza. Drinks, ice cream, and 
snacks will be available for purchase. In case of inclement weather, the outdoor movies will be 
canceled. 
7:15 p.m. 
Top Hat (1935) 
Fred Astaire and Ginger Rogers dance "cheek to cheek" in this classic musical 
comedy. One of AFI's Greatest Movie Musicals, Top Hat features unforgettable music 
by Irving Berlin and legendary dance sequences. 
This film is not rated (101 minutes). 
  
9:00 p.m. 
South Pacific (1958) 
Celebrate the production of Rodgers & Hammerstein's South Pacific, coming soon to 
Dallas, with a screening of this classic movie. South Pacific, a sweeping romantic saga 
set to the music of Rodgers and Hammerstein, takes place on a tropical island during 
World War II. Mitzi Gaynor, Rossano Brazzi, and Juanita Hall star in this larger-than-life 
film adaptation of the 1949 Broadway hit. 
This film is rated G (157 minutes). 
 
Presented by arrangement with The Rodgers & Hammerstein Organization 
American Masters: Jerome Robbins: Something to Dance About 
8:00 p.m., Horchow Auditorium, Dallas Museum of Art 
Directed and produced by acclaimed filmmaker Judy Kinberg and written by best-selling 
Robbins biographer Amanda Vaill, this Emmy Award-winning film explores the extraordinary life 
and work of Jerome Robbins, “master of the Broadway musical” and celebrated ballet 
choreographer.  Join us after the screening for a discussion with the director and screenwriter, 
 Judy Kinberg and Amanda Vaill, moderated by Liza Grove, Director of the Dance Ensemble at 
the University of Texas at Arlington. 
This American Masters film is shown by special permission of WNET.ORG. 
Before the film, Amanda Vaill will present a lecture about the surprising inspiration Jerome 
Robbins found in the work of artists such as Marc Chagall, Maurice Prendergast, Erte, and even 
Piero della Francesca. 
  
Promotional support for films provided by Dallas Film Society 
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TOURS & LECTURES 
Lecture: A Perfect Relationship: Art and the Theatre of Jerome Robbins 
7:00 p.m., Horchow Auditorium, Dallas Museum of Art 
Join Amanda Vaill, best-selling author of Somewhere: The Life of Jerome Robbins, to learn 
more about the legendary choreographer and the surprising inspiration he found in the work of 
artists such as Marc Chagall, Maurice Prendergast, Erte, and even Piero della Francesca. After 
the lecture, stay for a special screening of the Emmy Award-winning film from American 
Masters Jerome Robbins: Something to Dance About. 
Tour of James Turrell’s Tending, (Blue) 
8:30 p.m., Tending, (Blue), Nasher Sculpture Center 
Enjoy a guided viewing of a skyspace that creates a sensory experience using light, color, and 
space. 
 
Flashlight Tours: Blossoming Stone 
9:00– 9:45 p.m., Gallery II, Crow Collection of Asian Art 
Join Crow Collection Curator Shiyuan Yuan for an after hours tour by flashlight in the exhibition 
Blossoming Stone: Qing Dynasty Jade. 
 
Insomniac Tour 
10:00 p.m., Meet at the Visitor Services Desk, Dallas Museum of Art 
Tour the collections until the wee hours with the Dallas Museum of Art staff. 
 
FAMILY EXPERIENCES 
Materials & Me 
6:00–7:30 p.m., Arturo’s Nest, Center for Creative Connections, Dallas Museum of Art 
Just for 2–4 year olds! Investigate materials artists use and then look at a work of art in the 
galleries. 
Late Night Creations  
6:00–9:00 p.m., Art Studio, Center for Creative Connections, Dallas Museum of Art  
Let your imagination be your guide as you use materials like face paint, paper bags, and fabric 
to transform yourself into a work of art inspired by All the World’s a Stage. 
Yoga for Kids!  
6:30–7:00 p.m., Center for Creative Connections, Dallas Museum of Art 
Join our resident yogini, Michelle Mock, for meditation, relaxation, and some very pretzel-like 
poses. 
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Bedtime Stories with Arturo  
7:30 p.m., C3 Theater, Center for Creative Connections, Dallas Museum of Art 
Kids, wear your pajamas and bring your pillows to hear Bedtime Stories with Arturo, told by our 
award-winning storyteller, Ann Marie Newman. 
 
FOOD SERVICE 
Atrium Cafe  
Enjoy casual dining 6:00–10:00 p.m., Dallas Museum of Art 
Menu features soup, handcrafted sandwiches, fresh salads, kids' combos, and Starbucks 
Coffees.  
Special Feature Menu Items: Roast Beef French Dip on Crispy Baguette and Farmers Market 
Salad 
South Pacific Dinner Feature: Pan Seared Mahi Mahi with Grilled Pineapple Salsa and South 
Pacific Blue Lemonade 
Full bar, beverages, and snacks until 11:00 p.m.  
South Pacific Specialty Bar Drinks: Frozen Mango Margaritas, Blue Island Cocktails, and 
SunsetIZZE Mojitos 
Late Night Friday Tapas Lounge 
Seventeen Seventeen Restaurant 
6:00–10:00 p.m., south end of the building on Level 2, Dallas Museum of Art 
Featuring a sophisticated small-plate tapas menu, half-price bottles of wine, and desserts.   
Reservations recommended for parties of five or more. Call 214-922-1858.   
Seating on Wisteria Terrace weather permitting 
Complimentary Community Coffee 
6:00-11:30 p.m., Atrium, Dallas Museum of Art 
This month visit our new coffee partner, Community Coffee, and sample their Kona 
blend gourmet coffee as they help us celebrate South Pacific and All the World’s a Stage. Sign 
up tonight to win a year's supply of Community Coffee. 
 
Ross Avenue Plaza Snack Station 
7:00–10:00 p.m., Ross Avenue Plaza, Dallas Museum of Art 
Purchase ice cream, soda, and other snacks while watching movie musicals under the stars. In 
case of inclement weather, the snack station will be closed.  
 
Complimentary Tea and Treats 
8:00–10:00 p.m., Plaza, Trammell Crow Center 
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Meet the Tibetan Buddhist monks from Drepung Loseling Monastery and enjoy complimentary 
Asian teas and treats. 
 
 
                                                           
 
